CONCEPTIONAL
FOOD & BEVERAGE
TREND REPORT

PART 1: THEME PARKS
EUROPE & MENA




E» 1. How Does Conceptional View F&B within Theme Parks and Family Entertainment Centres

Page S

|:§> 2. Theme Parks

2.1 Current and Future F&B Market
Page 8

2.2 Generational Shifts within the Theme Park Market
Page 10

2.3 F&B Trends within the Theme Park Market
Page ||

@ 3. Case Highlights Leisure Conceptional
Page 22

|:» 4. Which Steps to Take Next?
Page 24

|:((> What we do
Page 25

l:» Bibliography
Page 27/



We as Conceptional are proud to present to you, our 7th Trend Report, this time
focused on F&B within the dynamic world of leisure. Based on our experience and
perspective, the leisure industry Is vast and diverse. To deliver the most value and

expertise, we specifically zoom in on the trends shaping F&B in the Theme Park

market, with a clear focus on Europe and the Middle East. This trend report is
divided into two parts. This part, part |, provides an in-depth exploration of F&B trends

s on F&B trends in the family entertainment sector,

Leisure destinations are evolving rapidly. From immersive Theme Park experiences to
the rise of social competitive FECs, one thing is clear: food & beverage is no longer

just a side offering, it's a vital part of the total guest journey and the overall revenue.

These shifts are driven by new generations of visitors, changing expectations, and an

for seamless, experience driven environments.

Increased demanc
This report outlines how Conceptional views the role of F&B 1n today s leisure
landscape. It dives Into market developments, explors

pehaviour, and highlights key F&B trends across Theme Parks. In addition, we highlight
best practices drawn from both our own recent projects and leading industry

examples that exemplity the key F&B trends shaping the future of F&B In leisure.

By sharing these insights and take-outs, we aim to Inspire and support you Iin
strengthening your F&E strategy, whether you're developing a new destination or

optimising an existing concept.

Let's shape the future of F&B together.

Reoewein Niesten
Founder & CEQO

1. 1351 /70 20 55 688

E: niesten@conceptional.n|

Fhoto: (Efteling, n.d.)
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In both Theme Parks and Family Entertainment Centres [FECs), F&B
IS NO longer just a necess: ce, It plays a central role In how
guests remember, feel, and engage with a company. It adds value,
builds trust, and has the potential to greatly improve brand

perception and revenue.

However, many FECs make it feel more functional than experience
ariven by failling to include F&B into the overall guest experience. By
more thoughttully integrating F&B, FECs can transform thes:

services from merely functional to truly memorable.

When it comes to Theme Parks, expectations are even higher.

@ ® Visitors often arrive expecting more than just entertainment, they
seck immersive FAB experiences that align with the themed
o n ce p I o n a I ew environments around them. From unigue snacks to themed
restaurants, F&B has an outstanding opportunity to make a lasting
F & B .t h i I h
) logistical afterthought with little connection to the brand story,
E n te rta I n m e n t perception arises when companies do not fully recognise Its
potential. "There often I1s Nno concept behind the menu, anad it

connected to the story.

c e n t r e s & We as Conceptional see this differently. By improving F&B

diversification and optimizing capacity use, you give guests

impression if done with creativity and intent. It drives dwell time,

supports storytelling, and establishes a personal connection with

visitors.

Nonetheless. both Theme Parks Cs often underuse and

underestimate its potential. F&B can sometimes be seen as a

reasons to spend on F&B more often. We believe that when F&B 1S
treated with the same care as attractions, decor, and guest flow, It

becomes an experience on its own. This philosophy is at the heart

Jlll ]

of every project we undertake: "We create sustainable FAB concepts

and places that understand and surprise you and your guests’.

Photo: ([Europa Park. n.d.]




Key Takeouts from the Team

“Price-to-quality ratio i1s crucial, an
"F&B must align seamlessly with the intelligent pricing strategy is key to

“F&B can contribute up to 20-30% of ;
overall (themed) experience. It both guest satisfaction and

total revenue in Theme Parks and

should be immersive and of high profitability. Therefore, uniqueness

FECs, It's not just a service, it's a weh e |
quality, if it doesn't match the story, and differentiation, driven by strong

It breaks the immersion.” |IPs and creative product and

business driver.”

service design, are essential.”

'F&B should be designed to support

“Visitor flow within Theme Parks 'F&B is an integrated part of the *

the entire guest journey, offering
and FECs must be clearly mapped, overall development, caretully

_ _ relevant experiences at every
ensuring each F&B concept Is aligned with the expected guest _ _

moment of the day. \With variety

positioned to reach the right target experience, price point, volume flows,
_ | _ _ across day-parts to create more
audience at the right moment.” and avallable capacity.”
reasons to buy.”




2 @
F&B has grown to be an essential component of

I h e m e pa r ks the overall guest journey and storytelling within

Theme Parks. Visitors are no longer seeking for
attractions only, but they desire immersive venues
where dining becomes an experience on itself.

As the overall quality of the hospitality industry

rises, guests bring higher expectations from
outside the park into their park visit, making it
crucial for parks to deliver premium, experience-

driven F&B concepts.

From themed restaurants to smartphone ordering
and sustainability-conscious menus, the F&B
iIndustry within Theme Parks combines emotional

engagement with commercial opportunities.

This section highlights the current and future
market outlook, the influence of generational
shifts and emerging trends, and showcases

iINnspiring best practices and Conceptional's project
cases.
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F&B continues to be one of the most dynamic and strategic revenue
streams in the theme park sector. According to |1AARPA, F&B combined
wWith merchandise accounts for 25-30% of overall theme park revenue
globally. Across Europe, the market 1s growing steadily, with

compound annual increases of 8.6 % and In the Middle East, growth 1S
even more dramatic (1). A 2024 survey shows strong demand for theme
and water parks among Saudi residents, with families seeking
experiences poth locally and abroad (2). Underscoring this growtn,
Disney recently announced plans for a new theme park and resort In
Abu Dhabi, in partnership with Miral (3). This data reflects rising

demand for high-quality leisure and hospitality experiences.
! 1 ‘ u r re nt a n d The F&B offering and demand in Theme Parks is shifting from
® functional to more experiential. Innovations like technologisation are
resnaping operations. However, In Many European parks there 1s still a
park F&B spend. Furthermore staff shortages, inconsistent quality, and
g more for unique food experiences (4).
WI t h I n t h e I h e m e While many theme park visitors continue to prioritise enjoyment and
storytelling and seamless integration of sustainable practices, through

o -
m product innovation and shifts in cuisine, such as offering Iinternational

street food traditionally rich in plant-based options, prove to be far

long walt times remain frequent challenges. Despite these challenges,

F&B is becoming a strategic pillar, with 67% of visitors willing to pay

convenience over visible sustainability efforts, there is growing

appreciation for operators that actively work to reduce their carbon

footprint, as seen in parks like Tivoli, Liseberg, and the Efteling. Subtle

more effective than explicit communication or marketing

campaigns. Through initiatives like the Sustainable Food Route, parks
like the Efteling, in collaboration with Conceptional, successfully

integrate sustainability into their brand and F&B offering.

Unlocking the full FAB potential requires immersive storytelling,

themed/ high-quality design, operational excellence through

“F&B is becoming a technology, variety across day-parts, and a deep understanding of
disﬂ"EUishinE factor between guest needs. As quest expectations evolve, F&B 1s redefining itself as a

good, better and outstanding

crucial part of the emotional and experiential journey within successtul
L
Theme Parks” - Conceptional

Photo: (Efteling, n.d.) Theme Rarks.
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France fastest growing

EU country

By Theme Park Spending Growth
9.3% by 2027 (CAGR Percentage)

France, the largest market in Europe.

F&B generates 22% of

overall Theme Park

revernue

F&B services generate around 22% of overall
Theme Park market revenue globally (1, 4).
F&B accounts for a substantial share of total

revenue and, In the short term, often offers
greater growth potential than ticket sales
alone.

Global Theme Park

Revenue Breakdown

Due to high price elasticity for entrance
fees, there Is limited room to increase ticket

prices. As a result, F&B and merchandise
are expected to be the primary drivers of
revenue growth in the coming years (1).

*CAGR = Campound Annual Growth Rate

Theme Park Market Outliook

AR

2outof3

Europe Theme Park spending
Is growing to

11.3 Billion USD by 2027

Overall Europe Theme Park spending is growing
steadily to a projected $11.3 billion by 2027. Being
the fastest-growing region in 2022 with a 66.7%

gain, compared to MENA with increases of 43.2%
in 2022 (1).

20.3% CAGR*
in Middle East market

N the Middle East, overall theme park spending
will increase by a CAGR of 20.3% from 2022 to
2027, led by new park investments in the UAE
and Saudi Arabia (1).

Saudi residents expressed
strong interest to visit Theme

Parks or water parks

Based on a 2024 survey, 2 out of 3 residents

expressed strong interest to visit Theme Parks or
Water Parks. Around 60% have visited a Theme
Park or a Water Park outside of KSA, showing
willingness to visit these destinations and It also

hints at a gap in the local market that drives
residents to seek international destinations (2).




0 F&B Leisure Trend Report 2025

Theme parks are undergoing a significant generational shift, with Millennials,
Generation Z, and Generation Alpha now representing a growing share of

the visitor base (1, 4, 5). Their evolving values and expectations are reshaping

the industry, with an increasing emphasis on technological integration,

personalisation, themed dining and retail, and sustainability practices.

Above mentioned generations have grown up with
digital tools and expect seamless tech integration

during their visit. From mobile ordering and virtual

@
1. Technological gueueing to interactive park apps and AR-enhanced
& | Integration attractions, technology is no longer a novelty but a

necessity. Theme parks must invest in smart, solutions

i to meet these expectations and streamline the guest
Shifts
® &
within the Theme
tailored to them. Theme Parks are responding by
I I offering guests more ways to shape their own visit:

customisable routes, interactive attractions and app-
based suggestions based on real-time preferences.
These generations want a sense of control and
individuality throughout their experience.
W F&B and retail are becoming part of the story and a
major revenue driver. Guests now expect immersive
dining and retail. With IP-based restaurants and
3. Themed Dining limited-edition merchandise enhancing the overall
and Retail experience and cater to visitors who want to "live the
brand” beyond the attractions. Extending F&B into

evenings and to non-ticketed guests can turn parks into
lifestyle destinations and boost off-hour revenue,

2. Personalisation

Environmental consciousness is especially important
to Millennials and Gen Z. These visitors are maore likely

to support Theme Parks that demonstrate
4. Sustainability responsibility, as seen in parks like Tivoli, Liseberg, and

Practices the Efteling. Subtle but consistent storytelling around
these efforts helps reinforce brand trust and guest

loyalty.

Photo: (Vicars, 20.24)




Technology is becoming a key enabler in the F&B journey. From
mobile ordering and virtual queuing to personalised menu

suggestions, guests expect a seamless, efficient, and digitally

integrated experience. These tools reduce waiting times, enhance
convenlence, and allow guests to spend more time enjoying the

park rather than standing in line.

G Disneyland Paris, France

(4 Yas Island, United Arab Emirates

F&B Is increasingly used as an extension of the park's storytelling.
Guests now expect restaurants and menus to be Iin harmony with
nearby rides and themed zones. Whether it's a fantasy-themed

tavern beside a medieval rollercoaster or a sci-fi burger bar in a

space-themed area, alignment between food and story deepens

immersion and elevates the experience.,

G Het Wapen van Raveleijn - Efteling. The Netherlands

{+) Rutmor's Taverne - Phantasialand, Germany

3.

Immersive restaurants blur the lines between hospitality and
entertainment, offering themed interiors, character interaction,

story-driven meals or even a restaurant within a ride, These

experiences allow guests to 'live the story’ even while they eat,

adding value to both the park visit and the meal.

9 Hotel Charles Lindbergh - Phantasialand, Germany

G Polles Keuken - Efteling, The Netherlands

G Spokbaren Gasten - Liseberg, Sweden

Simplusive is a blend of simplicity and exclusivity. It refers to pared-
down, focused concepts that do one thing exceptionally well, like a
Kiosk serving only premium grilled cheese sandwiches. These

offerings feel special yet accessibie, meeting the demand for

quality, clarity, and speed. This trend responds to the fact that
vounger generations are looking for exclusivity and are less likely to

opt for middle-of-the-road concepts.

() créperie Nadine - Europa Park, Germany




7.

.

Flexible and trendy, food truck courts offer variety and a street- There i1s a growing demand in Theme Parks for both creative

food vibe that appeals to all age groups. These zones bring energy alcoholic and non-alcoholic drinks that go beyond standard soft
and informality to the F&B landscape, often featuring rotating drinks or beer. Guests are increasingly looking for premium, craft
menus and global cuisines. Food trucks are ideal for seasonal or drinks. from mocktails and botanical sodas to cocktails, served In
event-based activities, keeping parks vibrant and relevant an immersive environment. Whether they are part of a themed
throughout the year. bar, a sophisticated cafe moment or a mobile bar cart, these drinks

elevate the overall guest experience, They suit younger visitors

G Tivoli Food Festival - Tivoli, Denmark

1C na, jNne Netheriandgas

looking for novelty as well as adults looking for a more

sophisticated break in the park.

G ALl s
G JITIRaYIIIcL = LISSICTI G

3ar - 1Ivoll, De

Premium coffee offerings are becoming more popular in Theme
Parks, as visitors increasingly seek cosy, cafe-style spaces to pause,
recharge, and enjoy high-guality coffee with pastries or sweet

snacks. These moments offer a welcome contrast to the energy of

rides, creating a more curated break, The Coffee Plus moment is a
strong example of day-part coverage, encouraging extra spending

between traditional meals.

G Last Call Cafe - Thorpe Park, UK
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Europa Park, Germany

Located in Europa-Park, Germany, Eatrenalin is a multi-
sensory fine dining concept that blends haute cuisine with
immersive storytelling and motion technology. Guests

embark on a futuristic "floating” journey through themed

rooms, each paired with a tailored gastronomic course. The
experience combines innovation, design, and culinary artistry,
positioning Eatrenalin as one of the theme park industry's
most immersive, technologically advanced and emotionally

engaging dining experiences.

FPhoto: (Europa Park, n.d.]
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Nohrilund Bar

L. Simplusive

7. (Non) Alcoholic beverages

Nohrlund Bar fits key trends by making premium mixology

quick, easy, and accessible, serving expertly crafted cocktails

on tap, without compromising on quality or experience.

JRCGANIC COCKTAILS SRGANIC COCKTAILS

Besides having cocktails on tap, Nohrlunds offering also
includes alcohol-free versions of their cocktails, allowing all

guests to enjoy the same flavourful, well-crafted drinks.

Photo: (Tivol, n.d.)
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2. Themedin line with attraction
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Restaurant Uhrwerk allows guests to dine in a setting that
visually and atmospherically aligns with the nearby F.L.Y.
rollercoaster, enhancing the overall sense of iImmersion and

continuity.
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Bistrot Chez
Rémy

Themed in line with attraction

Immersive F&B experience

Bistrot Chez Remy is a story-driven dining experience at

Disneyland Paris, seamlessly tied to the Ratatouille

attraction. Guests feel as if they've shrunk to the size of a rat,
surrounded by oversized decor that mirrors the film's setting.

This strong alignment between theme and design creates a

fully immersive atmosphere, making dining an extension of

the attraction itself.

Photo: (Disneylandparis, n.d.)
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- Bronto Burgers
| and Ribs

K

‘

Themed in line with attraction

From the design to the menu, every detail aligns with the

surrounding area, creating a seamless, immersive environment.

Fhoto: (wbwarladabudhabi, n.ad.)
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&. Simplusive

6. Coffee plus moment

Original Coffee fits the trends of simplusive and coffee plus

moment by focusing on high-quality coffee and pastries

throughout Tivoli Gardens, offering guests a premium product

and a calm break within the energy of the park.




Photo: [Ef_teling. ..
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Backerei Krumel

2. Themed in line with attraction

2. Immersive FA&B experience
&. Simplusive
6. Coffee plus moment

Backerel Krimel fits the trends above by offering a fully
themed, story-driven environment centred around the story of

Max & Moritz, while focusing exclusively on one core product.
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Walibi Holland, The Netherlands

During events as Walibi Fright Nights and auring peak season,
Walibi Holland transforms part of the park into a lively food truck
court, offering a wide variety of street food in a festival-like
atmosphere. Guests can enjoy options such as bubble tea, Dutch
kibbeling, fries and grilled ham, from colourful, temporary food
trucks. This flexible set-up not only brings energy and variety to
the park's F&B landscape, but also responds to the different
seasons within a theme park and the growing demand for

informal, diverse and social dining experiences.

: ﬂ; Holland, nd.) | | : : 20

N



CONCEPTIONAL
FOOD & BEVERAGE
TREND REPORT

PART 2: FAMILY ENTERTAINMENT CENTERS
EUROPE & MENA




& LAAPA, |BRASS RING

3. Case Highlights Leisure Conceptional
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p_D"ES Ke_l_,l ken Efteling - The Netherlands

Brass Ring Award winning concept Polles Keuken is an immersive

pancake restaurant rooted next to the park's fairytale forest. As 3

simplusive concept, it focuses entirely on one core product:

pancakes. Conceptional supported Efteling with this F&B plan and

concept.

s “““\“
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Majid EII FUttaim MENA region

Majid Al Futtaim operates in various sectors in the MENA region,

! . *_JJ ; F“F .

including in the development and operation of leisure &

entertainment and lifestyle & retail. Conceptional, Together with

the MAF team, Conceptional delivered a validated plan to support

future revenue growth.

Wallbl Walibi Holland - The Netherlands

VWalilbl Holland 1s a Theme Park in Biddinghuizen, the Netherlands.

The park aims to reach a visitor number of more than 1 million

within a few years. Conceptional was asked by Walibi Holland to
draw up an F&B Masterplan 2024-2028.

CJ Live Cit

Seoul - South Korea

CJ Croup, a South Korean holding company, asked Conceptional to
develop an F&B Master Plan and vision for a new to be build

entertainment complex at CJ Live City in Seoul, aiming to attract

top operators and ensure optimal operations.

Projects in leisure
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Projects in leisure

@fteling c]% LIVECITY

£

SEEI rk)( Hasselt - Belgium

Plﬂpsalaﬂd De Panne - Belgium

Sparkx Hasselt is an indoor “sportainment” park, offering over 50 Plopsaland De Panne is a theme park inspired by beloved Studio 100 [ UPSAIBING
different sports experiences, from AR-enhanced football to curling. characters. Conceptional was brought in to create the

Conceptional was asked to develop the conceptplans and the comprehensive masterplan. This work helped ensure a seamless

functional plan, laying out the overall park vision, zoning of sports and integration of storytelling, operations, and visitor flow across the park. A ] madurodam

L=G=NDS k-
F&B areas, and detailled guest flow strategies.
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EftEIing Gra nd HﬂtE‘l - The Netherlands Y -
Universe Science Park in Denmark 1s an Adventure Park where Grand Hotel, opening August 2025, will be the first luxury hotel within
Fun is S5cience. Conceptional took on the Food & Beverage strategy the park itself. Conceptional was asked to craft the masterplan for the
and coached on operations. The first result was an iNncrease In hotel and also developed the conceptplans for both Restaurant-Bar
average spending of more than 25% in the first year. Mystique, Brasserie 7 and Café Biscuit. Finally, Conceptional delivered

the functional layouts and provided guidance with the design. -
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Which steps to take in F&B?
F&B vision

Future customer journey & capacity
F&B Masterplanning & concept mix

Business case & roadmap

Which points to consider

Day-part expansion

Which
4. ich steps
Relevant offers throughout the entire day.
-t ’ Morning to late-night.
o a e I n - Create reasons to visit beyond peak hours.

Integrating events to drive different day-part spend.

F&B could now accounts for up to 30% of total Fievated FOB expenences

revenue in many Theme Parks and FECs. Offering high-quality food and a refined dining atmosphere I1s a must.

Conceptional is your strategic partner to unlock WIVRESEe INGAUOPLIGHS & & PHER point Shrategy.
It's DDfE‘ﬂﬁﬂf thrnugh market fﬂnght concept Choose increase of transactions over increasing ticket value.
F r
creation, and operational excellence.

Create unique IP’'s, products and services

Original 1Ps and storytelling are key to standing out.

CONCEPTIONAL

Create emotional connection, recognisability, and content visitors can interact with.

F&B themed In line with activity or attraction

F&B that enhances the story of the park or activity.
Interior design, product range, and guest journey must align perfectly with the surrounding

environment.

Curious how we can enhance your F&B services in the leisure sector?

; : 24
Photo: (Boulderhal de campus, 2024) Cet in touch to learn how we can elevate your offering!




CONCEPT DEVELOPMENT
WE CREATE RESTAURANT

CONCEPTS WITH A HEART.

F&B MASTERPLANNING
WE CRAFT STRATEGIC
VISIONS FOR SPACES
WITH MULTIPLE F&B

VENUES.

STRATEGY &

TRANSFORMATION
WE SUPPORT
SUSTAINABLE GROWTH

AND SUCCESSFUL
TRANSFORMATIONS.

SUSTAINABLE FOOD ROUTE
WE IMPLEMENT

SUSTAINABILITY INTO
YOUR VISION,
ORGANISATION AND F&B
OFFERING

25
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FAH CONCEPT DEVELOPMENT . FA&B MASTERPLANNING
FERE SUSTAINABLE FOOD ROUTE . FAH STRATEGY & TRANSFORMATION

Conceptional BV,

A. Saturnusstraat 60, unit 60
Zale AH The Hague
The Netherlands

T. +31{0)70 20 55 688

E. info@conceptional.nl
W, www.conceptional.nl

Interested how
we can elevate

your F&B

experience
within leisure?

Give us a call!

vou think that your guests

and care? Looking for a reliable, experience

partner to develop F&B concepts and place
wiork? We at Conceptional are keen to discuss options
in more detail with you. Let us understand and surprise

YOou and your guests!

Reocewein Niesten
Founder & CEQ

T. +3]1 7020 55
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